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YOUR TV ADs

ARE MORE

FORGETIABLE

1i-lANEVER.

ANDTHAr's

THE GOOD NEWS.
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Acrordil1lt 10 a 1990 study or TV
commercial reali, fewer viewers
lhan ever can remember lile la!>!
prilll\! lime commercial aired. The
lim of five similar siudies fllund
recall OIl Ill'll> In 19ffi; in 1990, <1'(',111

was a paltry 4%

AlrhouAh il showN! Illl' sharllC.'~1
f.lIllro1l1 23'~i, \(.1\'1\, allllln~ thl'
YOUIIACSI aduhsltl~!V·collk.'(1 ~rv

~neralion'l, Ihe lalest Slud)'
dllculIlcnls hiA deneascs illllons:
h"th ,;('xes and all a"" ,~hll.·,lIi"n,,1

,1Illi iI10IlIIe A....ups.

J h;~ ,dl... -I,,," rllt' ~.\'l" ~Iln\·i".~

IcI",'jsiun cllnl usi"n ue.:l,,'d by t h,'
Aillt 01 videllCas.s,·oes,l"IlIllnWrdal
c1Utlcr, and more and l11"r,' In",ll
,111<1 ,·ah'" SI.ltions

TV AD REcAu.lS 1.OWFSf
AMONG FREQUENT VIEWERS,

The Irend is IIndeniable: Your TV
'llIdience is increasillAly wlllprist'tf
01 frequeut, "ha nlcon'" vj,'wers
Unfortunately, this is pfl'Ci~Jy thc
"i,'willA SCAlll,'nl which is least
lih'l:; til r,'(·al1 ,111<1 fl'Sl'nnd til ymlr
,"""'r1i~in):

Th,' SIllily .1lso shllwed ,h,,",'11111
,>ared \(I prior studies, fewer were
Il,,·us,od nn 'dc\'isilw\' Oiled lour
"i"""'I"S just "h"l'll('n,'(I'(I Ill' in the
"'IIIll" .:IlId half "f the "i,'w"I"" W,'f('

•• ls" d"i,,~ "llwl" Iltill~S.

A,ld .,11 th"Sl'loKl'l(stnilll.n\l'iin/o:ly
I11c<li,x'r" I'IU/o:ra111111inA, d''l:linin,&:
daytime view,'rship and mon'
.1l'til',·lil.·sty!L'S...•llld yOll h.1\'" a
!l'o1l problem. l'onUl101tcly,IKl\Yl'v,'r,
Ih,'n' is a sohni"".
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Yllur olds work l",nk'r ill 'Ihe I'l.1ill IJrolcr
h"'l',IlIS<: Pl~ll'''' gr'l in \'111 \'l'" wilh
I h"1I1. I'lolill I )".11.." ,Ids .In' n1llsl,1II11y
rli,'p,..d, pllsl,,'d <llId s.l\'l'd.ls hdpflll
1"l'lnind,,'rs. RI,.',h,lciS 1lf..'(('I1ll' innlhTd
I""r,lUSl' your,td h.'lIs I Ill' wholl' Slttr."-~

wilh prin's, "'.'IIdi" .md h'olli<~lS 111011
1""tlP"" l",111 Il'Lld .•Ihsdrh ,lItd l\'tlk111hl'I

REAQi MORE PEOPLE,
AND MORE AmUOO PEOPl.E,

AT U:SS carr,
,\ sillgl,' is'll" "I Th,' 1'1.lill 1>':.11.-,
n.'i1d1l's 71"" III .111 .Idllhs III
CU)·..:dl(l~Ll Cnllll1y JII",lu\'\"fI{l;)'"uJ

i1dllhs in hllllsdl"ids wilh .111111 ... '

illl'fIIlll'S OWl' $35,1100, Thill's mmr'
11l.111 ~1111hl' TV Ih'l\\',uks ntll1hllH.'d

..II (Jlll'llltll'

IIc.'SII1I .111, Ihl' ,,"I 1"'/ I hilliS-I lid III

'I h,' "I.1ill llo.'d ",' " sigllihC:,\11lly
hl\wr lh.111 Id,'\'isilln, SII YOIIl'dll
"Hurd hI I till 1Iltlll' IIIl·So.;.l~l·S. IIhlll'

ot 11.'11

1'='., RIOrt" _UUtllll'''''' ... buut liar
.1d".tn."J:1"S nr .ul",Lrt iseRt: it.
l'he PI..in ,..,..1".,<.. 1112161344-4100,
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NOTI~ ...............
$'~",

HOWTE ]ON
'~~~
~!j.. - .,;,~

..', ~
. ·:!:t

& fa SPOTS SAY 1
. uLOOK IN TODAY'S· :'

NEWSPAPER FORMORE ,~:
,~

lNFORM,ATIONn7• 7 .,::~
(.,~~,

~.:..-;.

.EVERWONDERWHY?-'j
, In toclay's changing economy, consumers are cautioul. :I

Before they'll part with their~~eel eJollam, they, want ',~....
infonnation. Hard facts. 'The nuts ~lts of your product, :i~
or seMce. 0n1~ The plain Dealer clelivetB all that ,...", Wiih ;.~
TV or radio ads, your potential CUBtmnel'l can' only try to ,I.

, remember what they've hearcl or seen. But with an ad in . -~I:
The plain Dealer there'8 never any doubt ':--' For ~,'.~;

j~ conmder how many peuple walk into your business carrying your neWBpaperad. They'n ,..~~
,'. ...... Jo tI..twith • TV or racIio opot. - So, .,betheryou n...l our zoneJ..litiona or full ": .1

,~ .. -I-'--'~-'_---'Cill-Bo6-~PlaiIr-De-aler Advexl:iiiug Diteetux, at 344 4350--todayrH~ow-you.how- ',:" , .
'2: 5 get the word out Becaule that'I what your customen want And the customer is always right. ;/

......::f..;... , •f . - _..
._.._-­

.:..l'_..
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MINI BLI'
VERTICAl
PLEATED

65·11

Comparing •Apples
and windoW u.tme
at Pucher's. Now let

.-i~-.LOWEST.
.•PUCHElrSI
- ·w...oftetllig'ace

$8m8 DriCe. 01#at
1992. 'This pad ha1
sells tprS4.99 per.
you can't beat us WI'
great pricesl' .~.

.With.",

Karen SIeiICf .l Rhoda Alin
OMwn. Bon KIlY FtuhiOlU

p~
~, ....
~.
·w

"ThePlainDealer
And ItsSpecial
..~Sections
HelpUsAttract -

OurCustomersIn
The MostEfficient

WayIbsstble'

--_.__.....--

.- UWo!ve found The Plain Dealer
to b;e the best mediwn for telling.
our customers everything they
~ to know about our quality
merdIandise.-And theS~le..-· .... -
secdoas-on TbUrsdays-hefp uStarget those customers even J1"Ore directly.
Their~eated design and tone match our fashion personality perfectly.
Advertising in1be Plain Dealer just makes good sense:'
Foi.'details on how The Plain Dealer can deliver your retail message righi to

your~'s door, call 344-4933. 1bePlainDeaIer
__~ .__.:.....;'~~.!~p;"Ad''l'J1i.Yi,.gHm''1S _.=.=
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ThePlain ;. _
V.,,/Pr«h'I' '" Ad,-tuillg bftJu__..._. .' __ •__ .•• _... '. •.\.....

"The restaurant business is extremely competitive. so we need to make sure'
Sneakers aJways has high visibiliry with our customers. The Plain Dealer has
earned our contidenc:c by consistently and effectively'reaching the people in

,.~;~ ,our Lake Counry area. And once The Plain Dealer helps bring people to us, . ~·:>~.~i,·.·;;'·;'·,,:~:~
~,:. '-we know·we can keep them coming back for..more.... . .'. .".' ;~;-- .. ' .. .
'T·:. .For details on how The Plain DeaJercan deliver your' retalfmessage righno' '--,~ - .=='::
~ . your customer's home, call 344-4968. . \.. .
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AI lCnMdIei...., FIarN e-. iu'''''~ of ........o--Clewetnders
WltllIIIIIiOII aftCI waIw ill ,..., 1.IwIeIcle J.~ ........, ad
.....NftiCk. Vice ChIirMIII of otI'tr"ri_.-.....COIftIIU1',
...... tnek..... .

Kronbeim'5 "umltllre ana 1De rlID.. UI:JIIC.­

Maklnl HeMlines r,,-,er For
Mere 1111II74 Years.

"-o.1•••\'ky is ....., '-d011_"" III lit _ lathe pubUc.1n ChIt
....... ,.....DaIIr...........eI., ....,.lt·s • .,
e«ectiw COd..wtiiadoft IDOl.· _ Mr. Kare... .
Mr: ..,....... " ••11_ DIllIn 10
" ,.,.,_..11 1 1M.",coaar .
...... oKers ua. **U" ..
As Krofthe_Ioab..... eo die ...".,•

. • _ CIftIIht 10 t'IfIIIbI • ..,... COOIllpOIIIftt

or 11III1111....DIller Ulftdl
It till eenter of KIonIllttftS· fttWIPIPItP"'IfIm,
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READ BETWEEN THE LINES

WHAT THE PLAIN DEALER
DID NOT MENTION.

PREPARED BY:
DANA NAGEL

WKYC-TV, CHANNEL 3
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~EAD BETWEEN THE LINES

ON SUNDAY, FEBRUARY 9TH AND ON MONDAY,
FEBRUARY 17,1992, P R RAN
AN ADVERTISEMENT TITLED:

·WHY KNOWLEDGEABLE ADVERTISERS SHOULD
DIRECT THEIR BUDGETS INTO NEWSPAPER.·

FOLLOWING IS THE ADVERTISEMENT WHICH
APPEARED AS AN ARTICLE:

HAlmlOU
EVERN0l1CED
HOWTELEVISION
&RADIO SP01BSRl .
"LOOK IN 1000"8
NEWSPAPERFORMORE

INFORMATION?"
lNm~WHY?
.........----~
...._' 401-. _................_ w."'_......._cw, IW. __ - ....
1V _~__ ..

~ - --. • "-0.&. __ - r.pooI.
....-1. _ ~__"",-,",__ ,.""
_.__ 1V -s........ _
..........."""'DooI. _ ..__Ho1 _ .......~--~ _-_....- ....

LET'S TAKE A CLOSER LOOK...



r
t·

i
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I

~EAD BETWEEN THE LINES

T STATES:

-HAVE YOU EVER NOTICED HOW TELEVISION AND
RADIO SPOTS SAY LOOK INTO TODAY'S NEWSPAPER
FOR MORE INFORMATION? EVER WONDER WHY?'

T I :

THE STATEMENT IS TRUE. SOME TELEVISION AND·
RADIO SPOTS DO MENTION TO SEE TODAY'S PAPER
FOR MORE INFORMATION. HOWEVER. HERE ARE
SOME POINTS TO REMEMBER:

POIN.T #1,:

MANY PRINT ADVERTISERS USE -AS SEEN ON TV!'

THERE ARE SEVERAL REASONS SUCCESSFUL
BUSINESSES WANT TO BE ASSOCIATED WITH
TELEVISION.



I

1

r
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I
I

~EAD BETWEEN THE LINES

B.EAS.QN:

ACCORDING TO R.H. BRUSKINS:THE PUBLIC'S
OPINION OF THE ADVERTISING MEDIUM YOU USE
HAS A DIRECT EFFECT ON HOW YOUR PRODUCT
IS PERCEIVED:

TELEVISION WINS!

YOUR POTENTIAL CUSTOMERS FEEL THAT
TELEVISION ADVERTISING IS:

* THE MOST INFLUENTIALI

* THE MOST AUTHORITATIVE!

* THE MOST BELIEVABLEI



100,.------------------,

80%

A
TELEVISION VS. NEWSPAPER

INFLUENTIAL

TELEVISIONNEWSPAPER
o~
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SOURCE: R.H. BRUSKIN
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TELEVISIONNEWSPAPER
0'"--

20%
20~

401----------

30t---------

501---------

60 ..-------~t-+--III""-----,

A
TELEVISION VS. NEWSPAPER

AUTHORITATIVE

SOURCE: R.H. BRUSKIN
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~EAD BETWEEN THE LINES

THESE SUCCESSFUL ADVERTI~ERS

KNOW THE POWER OF TELEVISION
ADVERTISING AND WANT TO BE
ASSOCIATED WITH IT!

REASON:

IN ONE DAY, TELEVISION REACHES HALF
AGAIN AS MANY PROSPECTIVE CUSTOMERS
THAN NEWSPAPER DOES.

ADULTS REACHED

100..-----------.

eo

20

NEW8~PER TELEYHNON

SOURCE: R.H. BRUSKIN
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~EAD BETWEEN THE LINES

IN ONE DAY, ADULTS SPEND EIGHT. TIMES
MORE TIME WITH TELEVISION THAN THEY
DO WITH NEWSPAPERS:

ADULTS: TIME SPENT

SOOr---------,

.. HAS. & 12 MIN.
2501-----

2001-----

'501------

100------

o
NEWSPAPER TELEvtlKJN

SOURCE: R.H. BRUSKIN
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~EAD BETWEEN THE LINES

SUCCESSFUL ADVERTISERS KNOW IT IS
JUST COMMON SENSE TO ADVERTtSE THEIR
PRODUCT/SERVICE WHERE THE MOST
PEOPLE ARE LIKELY TO SEE ITI

WHY ELSE DO ADVERTISEMENTS USE:
-AS SEEN ON TV· IN THEIR PRINT
ADVERTISEMENTS?

REASON:

IN TODAY'S COMPETITIVE BUSINESS WORLD.
YOU WANT YOUR MESSAGE TO BE SEEN.
HEARD AND READ AS MANY TIMES AS
POSSIBLE. THE MORE TIMES YOUR MESSAGE
IS DELIVERED ... THE BETTERI

COMBINING ALL YOUR ADVERTISING
EFFORTS TO MAXIMIZE YOUR RESULTS IS
CALLED USING A -MEDIA MIX.· MANY
ADVERTISERS USE BOTH TELEVISION AND
NEWSPAPER TO DELIVER AND ENFORCE THEIR
MESSAGE.
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~EAD BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY: .
·,N TODAY'S CHANGING ECONOMY, CONSUMERS ARE
CAUTIOUS. BEFORE THEY'LL PART WITH THEIR
HARD EARNED DOLLARS, THEY MNT INFORMATION.
HARD FACTS. THE NUTS AND BOLTS OF YOUR
PRODUCT OR SERVICE. ONLY THE PLAIN DEALER
DELIVERS ALL THAT. •

CONSIDER THIS;

IT IS TRUE THAT CONSUMERS W\NT AS MUCH
INFORMATION AS POSSIBLE BEFORE THEY PART
WITH THEIR HARD EARNED DOLLARS. IT IS NOT
TRUE THAT ONLY THE PLAIN DEALER DELIVERS
THE "HARD FACTS:

CONSUMERS GET THEIR INFORMATION FROM MANY
SOURCES. TELEVISION IS ONE OF THOSE SOURCES.
SINCE TELEVISION IS THE MOST AUTHORITATIVE,
THE MOST BELIEVABLE AND THE MOST INFLUENTIAL;
WOULDN'T TELEVISION BE A MAJOR SOURCE TO
DELIVER "HARD FACTS?"

THINK ABOUT YOUR LIFESTYLE...
* WHERE DID YOU FIND OUT TODAY'S WEATHER?
• WHERE DID YOU FIND OUT ABOUT TODAY'S MAJOR

EVENTS?

MORE PEOPLE FIND OUT ABOUT WHAT'S HAPPENING
IN THE WORLD AROUND THEM FROM TELEVISION.

TELEVISION IS A PART OF THE AMERICAN LIFESTYLE.
IT'S WHERE YOU CAN REACH WHATEVER KIND OF
PEOPLE YOU NEED TO REACH. IN FACT, ONCE YOU
KNOW WHAT CUSTOMER GROUP YOU WANT, THE
SHORTEST DISTANCE TO THEM IS THROUGH
TELEVISION!
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~EAD BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY: .
·WITH TV OR RADIO ADS, YOUR POTENTIAL
CUSTOMERS CAN ONLY TRY TO REMEMBER
WHAT THEY'VE HEARD OR SEEN. BUT WITH
AN AD IN THE PLAIN DEALER THERE'S NEVER
ANY DOUBT.'

CONSIDER THIS:

TO SHOW YOU WHY THIS STATEMENT IS UNTRUE...
LET'S TAKE A QUICK TEST.

NAME THE FIRST COMpANY THAT COMES TO MIND
IN THE FOLLOWING CATEGORIES:

NAME A MATTRESS COMPANY.

NAME A FAST- FOOD CHAIN.

NAME AN OVERNIGHT DELIVERY SERVICE.

NAME A TIRE COMPANY.
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DID YOU ANSWER:

• SEALY MATTRESS?

• Me DONALD'S?

• FEDERAL EXPRESS?

• GOODYEAR TIRES?

IF YOU DID, YOU'RE ON THE MONEYU WHEN
SURVEYED, MOST PEOPLE ANSWER NAMING THE
ABOVE COMPANIES

SUCCESSFUL COMPANIES USE TELEVISION TO
DELIVER THEIR MESSAGE.•. SHOULDN'T YOU?
THE ABOVE COMPANIES HAVE USED
TELEVISION EXTENSIVELY TO CREATE TOP OF
MIND AWARENESS. THE MORE TOP OF MIND
AWARENESS YOUR PRODUCT OR SERVICE HAS, THE
MORE SUCCESSFUL YOU'RE LIKELY TO BE.
TOP OF MIND AYARENESS IS ti.QI CREATED IN
THE NEWSPAPER! ONLY TELEVISION CAN CREATE
DEMAND AND DESIRE AND MAKE A NAME FOR
YOUR COMPANY.

SUCCESSFUL COMPANIES USE TELEVISION TO
DELIVER THEIR MESSAGE... SHOULDN'T YOU?
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"EAD BETWEEN THE LINES

IF IT'S TRUE THAT CUSTOMERS -CAN ONLY
TRY TO REMEMBER WHAT THEY'VE HEARD
OR SEEN••• •

HERE IS ANOTHER QUICK TEST:

(YOU'LL NEED A PENt)

MAKE A LIST OF ALL THE NEWSPAPER
ADVERTISEMENTS YOU REMEMBER? NAME
ALL THE ONES THAT ARE -TOP OF MIND-:

------------------------------------------
DID YOU REMEMBER THESE IMPORTANT KEY ELEMENTS
THAT YOU'D WANT YOUR POTENTIAL CUSTOMERS TO
REMEMBER:

1. NAME OF BUSINESS/SERVICE?
2. SPECIAL PROMOTION, SALE, OR IDEA?
3. LOCATIONS?
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~EAD BETWEEN THE LINES

NOW, MAKE A LIST OF ALL THE TELEVISION
COMMERCIALS YOU REMEMBER:

--------------------------------------------
--------------------------------------------

HOW DID YOU DO? IF YOU'RE LIKE MOST PEOPLE,
BECAUSE OF THE POWER OF TELEVISION, YOU'LL
REMEMBER MORE TELEVISION ADVERTISMENTS THAN
NEWSPAPER.

CONSIDER THIS:

WHEN IS THE LAST TIME SOMEONE ASKED YOU:
-DID YOU SEE THAT GREAT NEWSPAPER AD?I?"

CHANCES ARE A TELEVISION COMMERCIAL HAS
BEEN A TOPIC OF CONVERSATION IN YOUR
DAILY LIFE. AND, CHANCES ARE, A NEWSPAPER
ADVERTISEMENT HASN'T!

IF YOU REMEMBERED MORE TELEVISION ADVERTISEMENTS
THAN NEWSPAPER ... IS NEWSPAPER ADVERTISING
EFFECTIVE?

HOW CAN THE PLAIN DEALER SAY WITH NEWSPAPER
THERES NEVER ANY DOUBT?
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~EAD BETWEEN THE LINES

THE ARTICLE GOES ON TO SAY: .
-FOR PROOF, JUST CONSIDER HOW MANY
PEOPLE MLK INTO YOUR BUSINESS
CARRYING YOUR NEWSPAPER AD. THEY'LL
NEVER DO THAT WITH A TV OR RADIO
SPOT.-

WELL. HOW CAN THIS BE ARGUED?

YES, IT'S TRUE, CUSTOMERS BRING IN
YOUR NEWSPAPER ADVERTISEMENT. SINCE
IT'S IMPOSSIBLE FOR CUSTOMERS TO
PHYSICALLY BRING IN A TV OR RADIO SPOT,
IS THIS A FAIR COMPARISON?I?

AS WE MENTIONED BEFORE, TELEVISION
CREATES TOP OF MIND NNARENESS. TELEVISION
MAKES A LASTING IMPRESSION IN YOUR
POTENTIAL CUSTOMERS MIND, AN IMPRESSION
THEY CARRY WITH THEM ALWAYS!!!


